This article chronicles the events leading to the founding of the Journal of Macromarketing, including (1) the first Macro-Marketing Seminar, which was organized by Charles C. ''Chuck'' Slater and held the University of Colorado at Boulder in 1976, (2) the subsequent Macro-Marketing Seminars of 1977 to 1979, (3) the formation of the Macro-Marketing Editorial Advisory Board in 1978, and (4) a meeting of the Advisory Board on August 9, 1979, at the Broker Inn in Boulder, Colorado. The article represents the author's personal account. Accordingly, it relies on personal recollections of the events and some documents that were retained in an old manila folder.
The First Macro-Marketing Seminar
On Sunday, August 8, 1976 , I returned home from the Marketing Educators' Conference, which that year had been held in Memphis, Tennessee. My wife, Suzanne, told me that a professor Charles C. Slater at the University of Colorado had called and asked me to call him back concerning a conference on macro-marketing that was going to be held in Boulder, August 15-18, only one week later. ''Chuck,'' she said, had just read my article, ''The Nature and Scope of Marketing'' (Hunt 1976) , which had detailed the distinction between micromarketing and macro-marketing in a model of marketing, which would later be called the ''three dichotomies model.'' She indicated that Chuck believed the model was relevant to the conference, and he wanted to invite me to attend.
Tired of conferences as I was, I returned Chuck's call with the belief that I would decline his invitation. However, he stressed his interest in my model and how he thought discussions of it would contribute significantly to the conference. He then said he was sure that I would find interesting the papers that would be presented, and he mentioned those of participants such as Rick Bagozzi, Bob Bartels, Pete Bucklin, Ralph Day, Ben Enis, Mike Etgar, George Fisk, Ken Uhl, and John Wish. He made his macro-marketing conference sound so interesting that the next day I made plane reservations for Denver. As all those who knew Chuck Slater will attest, he could be very persuasive.
The first macro-marketing seminar, chaired by Chuck Slater and held at the University of Colorado at Boulder, included thirty participants, with one from Mexico (Irma Sanchex Bretherton) and one from Israel (Jehiel Zif). Sixteen invited papers were presented. The proceedings, Distributive Processes from a Societal Perspective, was edited by Chuck Slater and published by Colorado's Business Research Division, under the guidance of Charles R. ''Chuck'' Goeldner.
On arriving at the conference, I noted that all participants were attending all the sessions. Furthermore, all the sessions contained free-wheeling discussions of a broad range of topics, from macro-marketing theory (Bagozzi 1977 ) and Alderson's works (Blair and Uhl 1977) , to consumerism (Day 1977) , economic development (Bartels 1977) , and education (Wish 1977) . In addition, throughout the entire conference, there was a spirited discussion going on as to how to define macro-marketing, and much of the discussion focused on the deficiencies of the approach taken in Hunt (1976, 20) , which defined macro-marketing as being ''based on the level of aggregation . . . usually marketing systems or groups of consumers.'' For example, as a contrast to Hunt (1976) , Slater (1977, 2) proposed that macro-marketing is distinguished from micro-marketing on the basis that the former is ''from societal perspectives,'' while the latter is ''from the perspective of the firm.'' I found the papers delivered at the conference to be interesting, the discussions of the papers to be thoughtful and constructive, and the entire conference to be much more intellectually stimulating than most marketing conferences. After the conference, Chuck Slater asked me to write a short paper on how macro-marketing should be defined, based on the group's discussions of the three dichotomies model. I titled the paper ''The Three Dichotomies Model of Marketing: An Elaboration of Issues,'' and Chuck included it in the proceedings (Hunt 1977) . The paper's conclusion was that ''Macro-marketing refers to the study of (1) marketing systems, (2) the impact and consequences of marketing systems on society, and (3) the impact and consequences of society on marketing systems'' (Hunt 1977, 56) .
At the first macro-marketing conference, I recall no discussions on developing a new journal to focus on macro-marketing issues. However, many participants urged Chuck to organize a follow-up conference the next year, which he did.
The Second Macro-Marketing Seminar
The second Macro-Marketing Seminar was held at the University of Colorado at Boulder, August 14-17, 1977. As was the first, the dates for the conference, just one week after the American Marketing Association (AMA) Educators' Conference, were set for the purpose of encouraging non-American marketing academics who attended the AMA Conference to also attend the Seminar. Chuck hoped that non-Americans would consider it a ''package deal.'' The conference was chaired by Phillip D. White and Chuck Slater, and it included thirtyseven participants, with one from Mexico (Irma Sanchex Bretherton), one from Norway (Johan Arndt), and two from Israel (Michael Etgar and Arieh Goldman).
Twenty three papers were presented, and, borrowing the subtitle that I used in my contribution to the first conference, the proceedings carried the title Distributive Processes from a Societal Perspective: An Elaboration of Issues. In the ''Introduction, '' Phil White and Chuck Slater (1978, 1) discussed the 1976 Macro-Marketing Seminar and pointed out that the ''purpose of [the] first Seminar was to clarify and identify the boundaries of macro-marketing.'' Furthermore, they indicated that the first Seminar ''produced lively debate and a consensus that expanding the understanding of marketing problems from a societal perspective is a worthwhile goal.'' Of the twenty-three papers, five explored macro-marketing definitional and conceptual issues, four focused on ''tools,'' four related to economic development, and ten addressed a variety of other topics and issues.
Because of personal reasons, I was unable to attend the 1977 Seminar. However, I was briefed on it by several attendees. It is my understanding that preliminary discussions took place concerning the possibility of starting a new journal that would focus on macro-marketing issues. In addition, shortly after the 1977 Seminar, George Fisk contacted me, told me how great the conference had been, and strongly encourage me to attend the third seminar. After I agreed, he then proceeded to recruit me as a track chair.
The Third Macro-Marketing Seminar
The third Macro-Marketing Seminar was held at the W. Alton Jones Conference Center of the University of Rhode Island, August [13] [14] [15] [16] 1978 . George Fisk and Robert Nason served as both chairs and proceedings' editors. Hiram Barksdale, Ed Bursk, Bob Nason, and I served as track chairs. Conference participants numbered thirty-two, with five non-American academics, including one from Norway (Johan Arndt), one from Israel (Dov Izraeli), and three from Canada (J. Allison Barnhill, Rajeswararao Chaganti, and Stan Shapiro). The conference was becoming more international. The proceedings carried the title Macro-Marketing: New Steps on the Learning Curve, and it contained twenty-five papers. As before, it was published by Colorado.
Throughout the conference, there were numerous discussions among many participants concerning the need for a journal outlet for macro-marketing research and the possibility of developing such a journal. On the morning of August 16, there was a plenary session held on the topic of starting a new journal. No one, as I recall, specifically opposed the development of a new journal, but there were several, well-informed faculty who warned the group of the great difficulties of starting a new journal. They pointed out that the academic marketplace is littered with failed journals. I joined with others who were strongly urging the group to initiate a new journal devoted to macro-marketing. Ultimately, this view prevailed.
At the plenary session, there was a consensus on the following six actions. First, the group agreed to support a new journal, 
After the Third Macro-Marketing Seminar
It is fair to say that all participants of the 1978 Seminar left it in good spirits. I know that I did. I believed strongly in the new Journal, and I had great confidence in Chuck Slater as the first editor, the University of Colorado as the publisher, and the other members of the Editorial Advisory Board. As I had agreed, I contacted Wisconsin's Dean Robert H. Bock on August 24, 1978, to advise him that we were attempting to develop the Journal of Macro-Marketing. I asked him if Wisconsin would agree to subsidize the expenses of the Journal in its first few years. See Appendix A for a copycomplete with white-out-of the letter I wrote. Readers should note that I use ''unanimously'' on line 3, but ''concensus'' (sic) on line 7. Although my spelling was inaccurate, I attempted to portray accurately the results of the discussions. Sometime in early October, I met with Dean Bock to discuss my August 24 letter. I then wrote a letter on October 11 to Chuck Slater. In it, I reported that Dean Bock was positive to the idea of participating in the Journal, but he had questions concerning the amount of the subsidy that would be required, among other things. See Appendix B for a copy of the letter I wrote to Chuck.
Chuck Slater never had the opportunity to respond to my October letter. At only fifty-four years of age, he passed away on November 7, 1978. With his passing, many of us believed that our hopes for the Journal of Macro-Marketing had also passed. We were wrong.
The Fourth Macro-Marketing Seminar
As we had planned in Rhode Island, the fourth MacroMarketing Seminar was held at the University of Colorado at Boulder, August 9-12, 1979. It was chaired by George Fisk, Robert W. Nason, and Phillip D. White. Hy Barksdale, Bob Nason, Stan Shapiro, and I served as track chairs. The conference included forty-six participants, who presented twenty-five papers. Attendance of non-American scholars was the highest yet, with two from Australia, six from Canada, one from Israel, and two from Norway. The Macro-Marketing Seminar, as we had hoped, was becoming truly international. The chairs edited the proceedings, entitled Macromarketing: Evolution of Thought.
Two months prior to the conference, members of the Advisory Board received a letter, dated June 5, from George Fisk and Phil White, on Syracuse University letterhead. Appendix C contains the letter. (Note that, though Phillip White is coauthor, his name is misspelled.) The letter raised several issues for the Board to consider at the 1979 Seminar, including, most prominently, whether ''a Macromarketing Journal should be launched in view of foreseeable personal commitments, revenues and costs?'' When I received my copy of the letter, I recalled that George had been a strong advocate of launching the Journal, and, I wondered, would he consider (or could he be convinced to consider) being its first editor? In addition, I wondered, would the University of Colorado still consider publishing the Journal in the absence of a Colorado editor? The second question was soon answered.
A few days before the 1979 Seminar, Phil White contacted members of the Advisory Board and alerted us that the University of Colorado at Boulder would have a proposal to be presented to the Board at the Seminar. As he indicated, the proposal would detail the conditions under which Colorado's Business Research Division would publish the Journal. Phil advised us that he had made reservations for a dinner meeting at the Broker Inn for August 9, after the reception. The dinner would be, as he put it, ''Dutch treat.'' Prior to the 1979 Seminar, Ed Bursk had resigned from the Board. As I recall, all other members of the 1978 Advisory Board attended the meeting, including two new members, Charles R. Goeldner and Edward W. Cundiff.
At the dinner meeting, Phil White and Chuck Goeldner presented Colorado's proposal, which is attached as Appendix D. The proposal discussed many issues, including Colorado's view of the desirability of a Journal of Macro-Marketing and how Colorado could contribute. Specifically, the proposal indicated that Colorado would, for a period of three years, compose, print, mail, handle subscriptions, and promote the Journal. However, ''the issue of editorship is crucial to the success of this venture . . . [and] the issue of editorship must be solved outside the University of Colorado. '' 3 The proposal suggested that the Journal initially be published twice a year, but ''the move to four issues should be made in 1982 if possible but no later than 1983.'' 4 The Board reviewed Colorado's proposal, agreed that their proposal was very reasonable, and unanimously accepted it. We then turned to the issue of finding an editor.
We began discussing who we could get to be editor, and it became clear that it would be best if one of the Advisory Board members could be induced to accept the position. Quite frankly, I could have supported any of them. However, I favored George Fisk because of his experience and his strong commitment to advancing scholarship on macro-marketing. Discussion revealed that several Board members would not accept the position, for a variety of reasons. Others seemed
unsure. We took a break. At the break, I told George that I thought he would make an outstanding first editor, and I encouraged him to consider it. He told me that he favored me for the position. I responded that there were personal reasons that absolutely prevented me from considering it. When the meeting resumed, earnest discussion continued. At the end of the meeting, we unanimously invited George to be the first editor of the Journal of Macromarketing. He accepted on two conditions, (1) the Board would provide significant editorial support and (2) he was successful in getting Syracuse University to provide the resources essential to carry out his responsibilities. Readers should note that there was no established, macromarketing organization, association, academy, or society to offer George Fisk the editorship position. Even the Board had no structure not even an official chair. George pointed out the obvious to us. He could not easily go to his dean and ask for resources just because we had verbally asked him to be editor. He needed something more formal. Someone suggested that I write a letter to George on University of Wisconsin letterhead ''on behalf'' of the Macromarketing Editorial Advisory Board to make the invitation seem, somehow, more official. Others thought it seemed like a good idea.
On returning to Madison, I wrote an ''official'' invitation to George to assume the position of ''editor in chief,'' which to me sounded more prestigious than just ''editor.'' As shown in Appendix E, I also assured him that ''all members of the Board are prepared to provide you with editorial and other assistance to ensure the success of this venture.'' On October 1, 1979, I received a return letter from George, stating that ''Syracuse University has agreed to provide me the resources needed for me to accept the position as editor of the Journal of Macromarketing.'' (See Appendix F.) The 1981 All editors of new journals face enormous problems in getting authors to submit manuscripts, finding competent and prompt reviewers, and somehow finding enough acceptable papers to fill each issue of the journal. For a lot of editors, it often comes down to accepting those articles that their reviewers dislike the least. George faced all these problems, plus the fact that there were strong differences among authors and reviewers as to what does or does not constitute macromarketing. These differences prompted the question: Is an article appropriate or inappropriate for the Journal? Decisions had to be made, and George, after getting significant feedback from Advisory Board members, made them. Indeed, I believe he did a masterful job of navigating the definitional/conceptual waters that swirled about him.
In (Fisk 1981) . In it, George discussed the ''Goal and Objectives'' of the Journal, and he gave specific directions to potential authors as to how they might tell if their research fit the Journal's mission. George's invitation was followed by ''What is Macromarketing: A Colloquium (Part 1),'' with short articles on definitions of macromarketing proposed by Hunt (1981) , Shawver and Nickels (1981) , and White (1981) . My contribution to the colloquium was an adaptation of the paper that appeared in the proceedings of the 1976 Seminar (Hunt 1977) .
Following the ''Colloquium,'' the first issue contained articles on macromarketing philosophy (Monieson 1981) , legal problems in franchising (Nevin, Hunt, and Levas 1981) , trade flows (Layton 1981) , ethics (Laczniak, Lusch, and Strang 1981) , and retailing (Markin and Duncan 1981) . The issue concluded with the Book Review Editor inviting readers to suggest books for review (Wish 1981) , four book reviews, and abstracts of the papers presented at the 1980 Macromarketing Seminar held at the University of Rhode Island.
The founding of the Journal of Macromarketing in 1981 marks the beginning of the institutionalization of macromarketing as a part of the marketing discipline. Thanks go to those who saw and articulated the need for JMM, persisted with great dedication in developing it in the face of adversity, and succeeded in bringing it forth. Well done.
